With its growing population but limited supply of land, Singapore has seen a huge increase in the number and size of shopping centres in recent years. This growth has led to two rather contradictory outcomes -more choice for retailers in their efforts to reach customers but also claims that too many of the centres contain the same types of retailers and contain no real differentiation in their offerings.
Introduction
In recent years the retail economy of Singapore has come to rely increasingly on enclosed shopping centres or malls. The demand for new retail space has been high, partly because of the growing population and partly because of the demand from consumers for better, airconditioned shopping environments as their incomes have increased and as they have gained experience of retailing in other parts of the world. Critics, however, have suggested that too many of the centres serve the same functions or contain the same retail brands and thus tend to look alike.
The purpose of this paper is to test this assertion by considering the similarity of shopping centres in Singapore using data collected by a survey of all of the uses and store types contained within a sample of those centres. This study further considers impact of the form of shopping centre ownership or management on the uses that exist in each centre.
The next section provides a brief description of the development of the retail structure of Singapore to help to explain why some of these different forms of management have evolved.
It is proposed that shopping centres under certain types of management will be more similar in terms of the types of stores that they contain than centres under other forms of management, and that the form of management and the location of the centres have also affected the type of retail brands that will locate in those centres.
The Evolution of Singapore's Retail Structure
Singapore's retail structure has evolved over the past sixty years reflecting both commercial pressures and significant state intervention and central planning. Before 1960, retail facilities were concentrated in the Central Business District, including Orchard Road, and several ethnic centres in the central area. The public housing programmes initiated under the auspices of the Housing and Development Board (HDB) led to the development of large suburban housing estates. These estates were provided with a planned hierarchy of retail and service facilities through HDB town and neighbourhood centres (Yeung and Yeh, 1971) .
At roughly the same time, urban renewal and market forces led to the rapid development of planned shopping centres in the central area by private developers. These enhanced the importance of Orchard Road and Chinatown as shopping districts for both Singaporeans and tourists. By the mid-1980s there were seventy planned shopping centres in Singapore, 46 in the Central Area and 24 in suburban locations, with more under development (Sim, 1984: p.28). There was however a very strong bias towards local or Singaporean retailers in these centres. In a study of eight planned shopping centres, Sim found that 94.2 per cent of tenants were Singaporean, against 5.8 per cent of foreigners. There were some large foreign retailers present in Singapore at this time, notably the Japanese department stores Isetan, Daimaru and Yaohan, and the French Le Printemps and Galeries Lafayette. However, the bulk of foreign retailers in Sim's sample were independent retailers from India, Indonesia and Malaysia, most of whom were to be found trading in just four sectors: textiles and tailoring, arts and crafts, antiques and jewellery/ watches (Sim, 1984: p.44) . She also found some evidence of specialization based on either goods or ethnicity where groups of traders had moved into these new centres en masse.
By the early 1990s the retail structure established in the 1960s was beginning to fail. With a growing population and a strong economy there was a demand for better shopping facilities and a recognition that there was too much of an emphasis on the Central Area. Neither the existing retailers nor the transport infrastructure could cope with the influx of Singaporeans and tourists onto Orchard Road or Chinatown at peak periods. There was also a growing belief that the design of many of the existing shopping centres, both HDB and privatelyowned centres, no longer matched the needs of modern retailers and consumers (Foley, 1994) .
The reaction of the Singapore government was to introduce the Retail Sector Development Plan (RSDP) in 1992 alongside a scheme to sell HDB shops to tenants wherever possible (Sim and Choo, 1993) . Taken together these actions have had a major effect leading to development of a number of major regional centres (Tampines, Woodlands and Jurong), along with a number of sub-regional centres (Davies, 1993; Sim and Goh, 1998; Sim, 1999; Ibrahim and Peng, 2005) . These provide for a much wider range of the needs of local suburban residents, making it easier for them to shop locally as well as relieving the pressure on the Central Area. Even when only partially developed, Tampines was assessed to be keeping trade within the eastern end of Singapore which had previously gone to the Central Areas but it was also having an adverse effect on neighbourhood centres (Sim and Goh, 1998).
Almost as significant has been the growth of new private shopping centres alongside the Mass Rapid Transit (MRT) network Nearly every new MRT station now sits either over or alongside a centre which provides for many of the day-to-day needs of local residents (Fatt, 2001; Sim et al, 2002) .
There are two main implications of these changes that concern this study. First, the changes have created a rich mix of uses and market positions (Table 1 ). In part, this is because the new shopping centres developed since 1992 still sit alongside many of the planned shopping centres developed since the early 1970s. And, second, whilst the newer centres are under a more active form of management interested in the development of a planned market position, many of the older centres are either under multiple or 'strata' ownership or do not really aim to project a coherent image.
[ Table 1 about here] Many of the latter have survived because shopping centres in Singapore have to enclose the 'fringe' activities that would normally be found on the more traditional shopping streets in countries such as the United Kingdom or United States. Even shopping centres along the premier shopping area of Orchard Road may host shoe repairers, hairdressers, banks, maid services, travel agents, money remittance agents, and fortune tellers to name but a few.
But even where the real estate sector has had a major influence on the form and letting policies of shopping centres (White and Gray, 1996) , and despite the efforts of some of the new Real Estate Investment Trusts (REITs) in recent years (Whiting, 2007) , shopping centre managers have been criticised for creating a perceived uniformity in terms of their retail offer. Henderson et al (2011) note that few tourists venture outside the heart of the city for shopping, despite being urged to do so in several guides. "Complexes can resemble each other, despite management efforts to forge distinct identities, and the ubiquitous shopping environments of homogenised ultramodern air-conditioned spaces with global brands are easily replicated. They may also be of reduced appeal to visitors seeking difference in terms of atmosphere and products" (op cit, p.41).
It is in this atmosphere that retailers have to make decisions regarding which shopping centres they would wish to enter and shopping centre managers have to decide on the mix of retail types that they wish to present to customers. In part this will be decided by their location and customer base, but it will also relate to the form of management of each centre.
We can suggest that shopping centres with the same form of management will be more similar in the types of stores that they contain than centres with other forms of management.
The impetus of the Retail Sector Development Plan has spread modern shopping centres across the whole island. The older shopping centres, which tend to be managed less actively, are concentrated in and around the Central Area, whereas the newer shopping centres are to be found primarily on Orchard Road and in suburban areas. We might expect shopping centres to reflect the customer base that is available in each location (West, 1992) .
Singapore has been attractive to retail brands from other parts of the world because of the growing consumer spending power of its population and because of the large number of tourists who spend some time on the island. These brands have to make decisions about where they wish to locate and about the type of shopping centre they would prefer. It is likely that international brands will prefer to open in Managed shopping centres and to locate on Orchard Road or in the central area rather than suburban areas.
Methodology and Data Collection
Whilst there was published data on some of the larger shopping centres, especially those owned by a REIT, there was no easily available record covering a larger number of centres.
Following on from the discussion above, the aim of the survey work was to look at as wide a range of shopping centres as possible and to catalogue the whole spectrum of uses of each centre, not just the retail outlets. Prior to the survey a detailed break-down of possible product categories was prepared but this was amended during the initial stages of the survey to capture as detailed a view of each centre as possible. By the end of the survey, data was being recorded for a total of 82 product areas which were grouped into 30 categories ( Table 2 ). The larger categories are used for the similarity analyses below.
In addition to recording the number of units in each product area, the presence of chain stores was also noted. These retail brands were allocated to one of the product categories, and were categorised as either International, Regional or Singaporean. Technically, all nonSingaporean brands should be International but the aim here was to distinguish between brands that are more geographically (and possibly psychically) distant compared to those originating within the Asia Pacific region. As a result, the list of International brands included those from Europe, North and South America and Africa, whereas the Regional list included countries such as Australia, China, Japan, South Korea, Malaysia and Thailand. The list of Singaporean retail brands also had to be amended as the survey progressed and, as a consequence, it may under-estimate the size of some of the smaller chains.
[ Table 2 about here] Whilst the ownership and management style of a number of the centres was readily available, particularly for those managed by a REIT, it was much more difficult for the older centres in the Downtown area. Where the information was not available from secondary sources, an informed decision was made following the visit to each centre. A simple threefold distinction was made: first, was the image of the centre and of the mix of stores in the centre being actively managed? Where this was not felt to be the case, a centre has been recorded as 'Strata' to represent the piecemeal approach to the mix and its limited ability to attract certain types of retailer.
For the stores with a more active management style, they were also split according to whether or not they were 'attached' to an MRT station. The rationale for this decision was to explore whether or not the presence or absence of the MRT has influenced the development of a centre. It was not enough for a centre to be 'close' to an MRT station; the MRT had to be connected sufficiently strongly to the centre for it to have influenced the development of the centre. To allow for the development of Ion Orchard and 313 Somerset, none of the existing centres in those locations were deemed to be MRT centres. The distribution of the 104 centres across these 3 categories of Managed, MRT and Strata was 42, 29 and 33 respectively. There were a number of limitations to the study. It was designed to be easy to administer and to use readily available public information. It deals with store type only; as it could not capture information about the relative size of the units in each centre or category (either by floorspace or turnover); initial efforts to record units against a 3 or 4 point size scale were abandoned as too difficult. Also, the Singaporean retailers were recorded as chain stores if either they were already known brand names or if the same name was found in more than one centre. Since only a sample of known names was recorded, it is possible that some small chains were missed. Also, a chain with, for example, units in several unplanned locations but just one unit in the surveyed centres may have been overlooked in this process.
Findings
The survey found almost 13,000 units in the 104 centres surveyed. Of these, almost 3,000 belonged to retail chains and just over 7,000 to independent (single store) retailers; there were nearly 2,500 units in non-retail uses and a further 424 vacant units. Table 3 shows how the units were distributed across the three management styles. As was expected from the discussion above, there was an almost universal preference among retail chains for managed centres. The Strata centres were much more likely to house independent retailers and nonretail uses, whilst the MRT centres had the lowest number of non-retail units.
[ Table 3 about here] Table 4 shows the distribution of the units by planning region. Whilst it might have been expected that local chains and independent retailers would be most commonly found in the OCR region, it was slightly surprising to find that this region also had a high number of International and Regional brands. The 33 OCR centres had as many of these brands as the 44 centres in the Orchard and Downtown Core regions combined.
[ Table 4 about here]
Similarity of Shopping Centres by Management Type
In order to examine the similarity of shopping centres in terms of the store types that they contain, this study uses some of the measures put forward by West (1992) in his work on shopping centre similarity in Canada. The main measure of similarity used here is as follows:
S ij = number of store types in centre i that are present in centre j average number of store types in i and j
Note that 0 ≤ S ij ≤ 1 and S ij can equal one even if centres i and j have different numbers of stores. Table 5 presents the mean and standard deviation of S ij for different sets of shopping centres, where the higher the average, the more similar are the centres being analysed. The group of MRT centres is far more similar than either the Managed or the Strata centres, with a very low standard deviation. The last three rows look at the level of similarity between the different groups of centres and yield mixed results. The average similarity between MRT centres and both of the other types of centre is higher than that between the Managed and Strata centres.
There appears to be something about the MRT centres that makes them stand out; we will return to this below.
[ Table 5 about here]
If we turn to the location of the centres, Table 6 reports the similarity figures for each of the five planning areas. This shows that shopping centres on Orchard Road and in the Rest of the Central Area are clearly less similar than those in the other locations. The high scores for the Fringe and OCR locations will relate in the main to the large number of MRT centres in these locations but this does not really explain the score for the Downtown Core.
[ Table 6 about here]
The factor that joins Tables 5 and 6 is the very focussed nature of the shopping centres that have been developed in recent years, and particularly the MRT centres. Whilst there are some store types that are to be found in most all MRT centres, such as a florist, , keycutting, laundry and photo processing, these can also be found almost as often in Managed and Strata centres. Rather, as is shown by the low standard deviation in Table 5 , it is the store types that are missing from the MRT centres but are found in the others that make the difference.
Whilst some store types such as bars & clubs, internet gaming and tattoo parlours are mainly restricted to the Strata centres, even Managed centres on Orchard Road contain beauty salons, education facilities, medical surgeries and maid services. Table 3 reported that a large number of international and regional brands could be found in all of the management types and locations. If we look at just retail brands, [ Table 7 about here]
Similarity of Shopping Centres by Retail Brands
If we look at the similarity matrix for retail brand origin by type of management ( Table 8) we find that the MRT centres are reported as being significantly more similar across all four brand groups than the other two types of centre. For chain retailers, the Managed centres and MRT centres are also more similar across the International, Regional and Singaporean chain categories than they are when compared with the Strata centres. But, just to reinforce the argument that these centres are not just about chain retailers, all of the Management types show much higher levels of similarity between centres in terms of Independent retailers.
[ Table 8 about here] And, finally, Table 9 looks at Retail Brand Origin by Management type and Location. As would be expected from Table 9 , the MRT centres show high similarity levels throughout. [ Table 9 about here]
Discussion
This has been a fairly simple survey, although replicated across a wide range of shopping centres throughout Singapore. It was expected that shopping centres with a strong management and image would show higher levels of similarity because of the need to compete for customers. This was found to be true for MRT centres but not for other Managed centres. There are two possible reasons for this disparity which would merit further investigation. One possibility relates to an outcome of active management. If shopping centre managers have noted the complaints about 'clone malls' or 'all shopping centres looking the same', then this lack of similarity may reflect their activities in shuffling the types of store that they will allow into their centres. This would be particularly apposite for the more experientially oriented malls on Orchard Road. The MRT centres, on the other hand, are based more on convenience and locations close to consumers and so they are perfectly content to duplicate many of the most common store types.
Another possibility is that the survey reminds us of what most Singaporeans already know.
Shopping centres in Singapore are seldom just about the retail mix, even if it is one of the most important aspects of each centre. They are also 'living spaces' which have to accommodate most, if not all, of the retail and related service needs of the people of Singapore, including those who work in the offices often to be found above many shopping centres. The lack of similarity may therefore relate less to the core store types and more to the desire to offer a wide range of facilities to a wide-ranging community. It is not unexpected therefore to find hairdressers in upmarket centres on Orchard Road or fortune tellers in MRT centres.
The Managed and MRT centres may succeed in retail terms but it is just possible that they actually need the Strata centres to help with their success. (Given the size and tangled ownership structures of many Strata centres it is unlikely that REITs or property firms could acquire all of the other centres in any case.)
More importantly, however, the Strata centres in particular offer an outlet for units that might not be acceptable under normal circumstances in many of the other centres. This has already been noted in terms of bars and clubs; similarly, almost all of the adult/ sex shops, internet gaming and tattoo parlours are to be found in Strata centres. And these centres also offer a lower-cost incubator environment to allow retail entrepreneurs and new retail formats a chance to experiment and to gain a foothold before moving into busier, higher-rent premises. The survey helps to emphasise the inter-related nature of much of this retail system; lacking other outlets or new forms of retail space, older shopping centres have been adopted as places where new ideas can emerge and a wider range of retail and social relationships can be undertaken. It may also help to explain the longevity of some of the centres because whilst it would be easy to knock-them down and replace the buildings, it would be difficult to recreate the social and cultural environments which they contain Finally, the data presented here shows that the development of those centres as part of government policy has had many of the desired effects. It has brought not just the retail space close to where people live but has also spread International and Regional brands out across the Island.
It was expected that International and Regional brands would prefer to open in Managed centres and on Orchard Road or elsewhere in the Central Area. The similarity matrices showed that the picture is rather more complicated. These brands definitely tend to avoid opening in Strata centres but they have a significant preference for MRT centres over other There are some multi-format retailers such as Cold Storage and NTUC FairPrice which may be able to exert more pressure but, apart from that, the most likely advantage held by many retailers is a strong retail brand that is actually desired by the managers of the centre.
What Singapore shows us is that planned shopping centres come in a wide variety of different guises, serving a wide range of needs. This relates in part to the existence of (generally) older Strata malls which have developed their own character over time, much of which depends on an eclectic mix of store types and easy entry and exit. MRT centres are more constrained because of their locations and the need to provide a particular set of store types to meet the everyday needs of local residents. The remaining Managed centres are trying to better differentiate themselves in terms of their store types and activities and it will be interesting to see if this trend continues in the near future. The symbol 'x' means that one set of centres is being compared with another set of centres, but comparisons within each set are excluded. The symbol 'x' means that one set of centres is being compared with another set of centres, but comparisons within each set are excluded. n.a n.a n.a n.a 0.670 n.a. 0.900 n.a. OCR n.a. n.a n.a. n.a. n.a. n.a. n.a. n.a.
